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CHAPTER 5 
RESEARCH CONCLUSION 

In this chapter, the conclusions of the research that has been conducted will 

be stated, namely the analysis of the influence of social presence and sales promotion 

on consumers' impulsive buying behaviour mediated by flow experience. In addition, 

suggestions for further research learning, managerial implications, and research 

limitations faced by the author while conducting this research will also be presented. 

5.1 Conclusion 

In conclusion, the research findings highlight the significant relationship 

between halal food knowledge (HFK) and purchase intention (PI) among Indonesian 

Christians and Catholics. The research utilised a structural equation modelling 

approach with SmartPLS to assess direct and indirect relationships between the 

variables. Notably, halal food knowledge had a strong influence on attitude (ATT), 

subjective norms (SN), and perceived behavioural control (PBC), which in turn 

impacted purchase intention. The hypothesis testing confirmed positive relationships 

between these variables, suggesting that knowledge about halal and animal-friendly 

food can shape individuals' attitudes and perceptions, even in non-Muslim populations. 

Additionally, while most variables met the reliability and validity thresholds, 

some areas, such as halal knowledge, required improvement by eliminating weaker 

items. Overall, the findings align with previous studies, showing that the Theory of 

Planned Behavior (TPB) constructs (ATT, SN, and PBC) are crucial in influencing 

purchase intention. The results emphasise the need for further refinement of 
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measurement tools and additional research to enhance understanding of halal food 

consumption in diverse religious contexts. 

5.2 Managerial Implications 

The insights from this research provide practical guidance for businesses, 

particularly within the halal food sector. As halal product consumption grows beyond 

the Muslim community, it becomes essential to understand the attitudes, knowledge, 

and behaviours of non-Muslim consumers. This research identifies key factors 

influencing purchase intentions, such as halal knowledge, attitudes, social norms, and 

perceived control over purchasing decisions. Managers can use these insights to create 

strategies that better engage consumers and expand the market for halal products. The 

managerial implications outlined offer actionable recommendations for companies 

looking to capitalise on the rising interest in ethical and animal-friendly goods, 

especially among non-Muslim buyers. 

1. Carrying out the outputs, knowledge about halal food significantly influences 

the purchase intention of non-Muslim consumers. The halal food industry 

managers can develop specific messaging that addresses common 

misconceptions and enhances awareness among non-Muslim individuals. This 

could be achieved through clear labelling, educational content, and testimonials 

from non-Muslim consumers who endorse halal products. Business entities 

have the power to emphasise halal certification as an example of the product’s 

packaging. Clarity of what the product consists of may dispel the 
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misinterpretation that the halalness of a product has nothing to do with 

religiosity but rather an indication of quality, safety, and hygiene. 

2. Underlining that animal-friendly knowledge (AFKNOW) positively influences 

consumer attitudes, businesses can differentiate halal products by emphasising 

animal-friendly and environmentally sustainable practices. This could appeal 

to a broader audience beyond religious consumers, tapping into the growing 

global demand for ethical consumption. 48.93% of respondents in this research 

are either vegetarian or vegan – and are aware of animal-friendly concepts, 

which means there is a pool of the population interested in having meatless 

products. Halal food is known as a dietary practice and ethical animal 

production. Therefore, by emphasising those aspects, businesses can obtain 

whole new consumers. 

3. Suggesting that subjective norms (SN) and perceived behavioural control 

(PBC) significantly affect purchase intentions. Managers can design marketing 

campaigns that leverage social influence by using influencers, community 

leaders, or peer endorsements to normalise halal food consumption among non-

Muslims. At the same time, ensuring easy access to halal products (via online 

platforms, supermarkets, etc.) will enhance perceived behavioural control, 

making consumers feel that purchasing these products is convenient and 

feasible. A practice that managers can do is by promoting the products on 

special occasions. For instance, Marjan Syrup promoted and advertised its 

products during Ramadhan. The brand manages to establish an exciting 
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storyline that appeals to the public whilst inviting them to buy the syrup since 

it always infuses the critical point of the syrup itself – to hydrate the individuals 

who have been fasting and have been exposed to the advertisement. 

The influence of halal certification extends beyond the Muslim community, 

significantly impacting non-Muslim consumers as well. Therefore, this study advocates 

for businesses to obtain halal certification for their products, provided that the 

ingredients comply with shariah law and do not include elements explicitly prohibited 

by Islamic principles.  

The beauty of these managerial implications highlights the need for strategic 

marketing, consumer education, and product differentiation to reach non-Muslim 

audiences better and position halal products as religiously compliant, ethical, and high-

quality options.  

5.3 Limitations 

 This research provides insights into the relationship between halal food 

knowledge and consumer behaviour among Indonesian Christians and Catholics. 

Nevertheless, certain limitations may affect the validity and generalizability of the 

findings. Factors such as sample size, the reliability of specific constructs, and the 

methodology used in the research warrant consideration. The limitations are: 

1. The number of involved respondents has always been an issue in the research 

discipline; the sample must represent the population. This research managed to 

obtain 513 respondents. Despite the high number and fulfilling the sample size 

standard set by Sekaran et al. (2020), the sample may not cohesively represent 
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the broader population of Indonesian Christians and Catholics. Moreover, this 

research did not limit the sample size geographically—those who received the 

questionnaire invitation and distribution filled in. The limited geographic and 

demographic scope might affect the generalizability of the findings to other 

regions or populations with different cultural or religious contexts. 

2. Halal Knowledge (HKNOW) did not meet several reliability criteria, namely 

Cronbach’s alpha and rho_a. This limitation could affect the validity of the 

conclusions drawn from these variables, as the reliability of some variables is 

compromised. 

3. The initial questionnaire distribution encountered difficulties with the 

translation and construction of items, leading to the need for improvements. 

Although these issues were addressed before the final data collection, there is 

still a risk that some items may have been misunderstood by respondents, 

potentially affecting the accuracy of the data collected. 

4. The research focuses solely on Indonesian Christians and Catholics, limiting its 

scope. It does not account for how other non-Muslim or Muslim groups 

perceive halal food. This narrow focus restricts the breadth of the findings and 

limits the understanding of broader consumption patterns. 

In summary, recognising the limitations of this research is essential for 

adequately interpreting its findings and implications. Constraints such as sample size, 

reliability of constructs, and methodology underscore the necessity for careful 

consideration when evaluating the results. Future research should overcome these 
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limitations by utilising more extensive and diverse samples, improving measurement 

instruments, and incorporating varied methodologies. This approach will better 

understand halal food consumption behaviours and perceptions across different 

demographic groups. Ultimately, a more detailed investigation into these factors will 

enhance the existing literature and inform more effective strategies within the halal 

food sector. 

5.4 Suggestions for Future Research  

Identifying avenues for future research is essential for advancing our 

understanding of halal food consumption and its underlying factors. This research has 

highlighted critical relationships between halal food knowledge and consumer 

behaviour among Indonesian Christians and Catholics, yet several areas remain 

unexplored. By addressing these gaps, researchers can further elucidate the dynamics 

of halal food perception and purchasing decisions. The following suggestions aim to 

provide a framework for future studies that can deepen insights into consumer attitudes 

and enhance the overall understanding of the halal food market: 

1. Future studies should include a more extensive sample in terms of number and 

diversity, encompassing different religious affiliations, regions, and socio-

economic backgrounds. This would enhance the generalizability of the results 

and provide a more representative view of how various groups perceive and 

react to halal food. 

2. Future studies should provide understandable items to the research sample to 

obtain better data output, which will drive the conclusion better. Furthermore, 
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by having better data output firsthand, a pilot output should not be done. It is 

more efficient time-wise. 

3. Future studies could benefit from longitudinal research to observe changes in 

attitudes, perceptions, and behaviours over time, particularly as halal food 

continues to become more mainstream globally. This would help identify long-

term trends and shifts in consumption patterns. 

4. Extending the research to other countries with significant non-Muslim 

populations could provide valuable cross-cultural insights. Comparing how 

different non-Muslim communities in Southeast Asia, Europe, and North 

America perceive halal food would help researchers understand the influence 

of cultural, social, and religious factors on these perceptions. 

These future suggestions underline what this research could not deliver and 

with some inputs from educational perspective (e.g. the extension of the research to 

other countries to gain cross-border insights) that the future researchers may underline 

in order to establish a cohesive research. 
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Appendix 1 Questionnaire Draft 

Section 1 of 7 

Salam kenal, nama saya Jonathan C. Tarigan, mahasiswa S1 program studi 

International Business Management Program, Fakultas Bisnis dan Ekonomika, 

Universitas Atma Jaya Yogyakarta.  

 

Saya mengajukan kuesioner berjudul "Living in the World's Largest and Dominant 

Muslim Country while Standing Strong on Their Beliefs: Indonesian Christians and 

Catholics’ Credence towards Halal Food" untuk Tugas Akhir (TA) saya yang 

berorientasi untuk mengetahui persepsi orang Kristen dan Katolik di Indonesia 

terhadap makanan halal.  

 

Adapun kriteria responden yang dibutuhkan dalam penelitian ini adalah Warga 

Negara Indonesia beragama Kristen atau Katolik. 

 

Waktu yang dibutuhkan untuk mengisi kuesioner ini sekitar 5 menit dan terdiri dari 6 

bagian. Seluruh data dan informasi yang diberikan akan dijamin kerahasiaannya dan 

hanya dipergunakan untuk kepentingan penelitian. 

 

Terima kasih atas kesediaan Anda untuk berpartisipasi dalam penelitian ini. 

 

Jika Anda memiliki pertanyaan lebih lanjut, silakan 

hubungi: jonatan.chrst@gmail.com 

 

Link: https://forms.gle/gX6hpT6r9zk6q6SQ7 

 

 

 

 

https://forms.gle/gX6hpT6r9zk6q6SQ7
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Section 2 of 7 

1. Jenis Kelamin 

a. Perempuan 

b. Laki-laki 

2. Generasi (Sumber: University of Southern California) 

a. Gen Z (tahun kelahiran 1995 – 2012) 

b. Millenial (tahun kelahiran 1980 – 1994) 

c. Gen X (tahun kelahiran 1965 – 1979) 

d. Baby Boomer (tahun kelahiran 1946 – 1964) 

3. Pekerjaan saat ini 

a. Pelajar/Mahasiswa 

b. Wiraswasta 

c. Pegawai Negeri Sipil (PNS) 

d. Tidak/belum berkerja 

4. Tipe konsumsi makanan Anda 

a. Non-vegetarian 

b. Vegetarian (tidak mengonsumsi daging tapi tetap mengonsumsi produk 

hasil binatang seperti mentega, telur, susu, dsb) 

c. Vegan (tidak mengonsumsi daging dan produk hasil binatang sama sekali) 

5. Agama 

a. Kristen 

b. Katolik 
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Section 3 of 7 

Halal Knowledge and Animal-friendly Knowledge (Halal F ood Knowledge) 

Pada bagian pertama, Anda akan menjawab pertanyaan-pertanyaan 

mengenai pengetahuan Anda mengenai makanan halal seperti pengolahan dan 

penyembelihan binatang. Ukurlah pengetahuan Anda dengan memilih 1 dari 5 

pilihan yang disediakan, yakni: 

1. Sangat tidak setuju 

2. Tidak setuju 

3. Netral 

4. Setuju 

5. Sangat Setuju 

 

Tidak ada jawaban yang benar ataupun salah. Anda diharapkan untuk memilih jawaban 

yang sesuai dengan pemahaman Anda. 

1. Saya tahu tentang standar kebersihan makanan halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

2. Saya tahu bahwa makanan halal lebih sehat disbanding makanan non-halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 
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Sangat setuju 

 

3. Saya tahu mengenai dampak kondisi pengolahan makanan halal yang steril 

terhadap kesehatan. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

4. Saya tahu dampak prosedur inspeksi yang ketat bagi pelaku usaha makanan halal 

terhadap kesehatan. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

5. Saya mengerti metode penyembelihan dalam Islam bahwa metode tersebut 

ditujukan untuk meminimalisir rasa sakit binatang saat disembelih. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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6. Saya mengerti metode penyembelihan dalam Islam bahwa metode tersebut 

ditujukan supaya proses penyembelihan dilakukan sesingkat mungkin. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

7. Saya mengerti metode penyembelihan dalam Islam bahwa metode tersebut dapat 

mencegah persebaran bakteri dan komponen asing yang ada di darah binatang 

tersebut. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

8. Saya mengerti metode penyembelihan hewan secara syariah bahwa metode 

tersebut selaras dengan nilai-nilai hak hidup binatang. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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Section 4 of 7 

Attitude 

 

Pada bagian ketiga, Anda akan menjawab pertanyaan-pertanyaan 

mengenai pandangan Anda tentang membeli makanan halal. Ukurlah pandangan 

Anda dengan memilih 1 dari 5 pilihan yang disediakan, yakni: 

1. Sangat tidak setuju 

2. Tidak setuju 

3. Netral 

4. Setuju 

5. Sangat Setuju 

 

Tidak ada jawaban yang benar ataupun salah. Anda diharapkan untuk memilih jawaban 

yang sesuai dengan pandangan Anda. 

1. Saya pikir membeli makanan halal adalah hal yang baik. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

2. Saya pikir makanan halal itu sehat. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 
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Sangat setuju 

3. Saya pikir membeli makanan halal adalah sesuatu kegiatan yang menyenangkan. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

4. Saya pikir makanan halal sesuai dengan kodrat hewan sebagai sumber pangan 

manusia. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

5. Saya pikir membeli makanan halal adalah kegiatan yang positif. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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Section 5 of 7 

Subjective Norms 

 

Pada bagian keempat, Anda akan menjawab pertanyaan-pertanyaan 

mengenai pandangan dan dorongan orang-orang di sekitar Anda untuk membeli 

makanan halal. Ukurlah pandangan Anda dengan memilih 1 dari 5 pilihan yang 

disediakan, yakni: 

1. Sangat tidak setuju 

2. Tidak setuju 

3. Netral 

4. Setuju 

5. Sangat Setuju 

 

Tidak ada jawaban yang benar ataupun salah. Anda diharapkan untuk memilih 

jawaban yang sesuai dengan pandangan Anda. 

1. Teman-teman saya mendukung saya membeli makanan halal karena dirasa lebih 

sehat bagi tubuh dibanding makanan non-halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

2. Teman-teman saya mendukung saya membeli makanan halal karena dirasa kodrat 

binatang seperti ayam, ikan, sapi, dan kambing adalah sebagai sumber pangan dan 

protein manusia. 

Sangat tidak setuju 

o 1 
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o 2 

o 3 

o 4 

o 5 

Sangat setuju 

3. Keluarga saya mendukung saya membeli makanan halal karena dirasa sehat bagi 

tubuh dibanding makanan non-halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

4. Keluarga saya mendukung saya membeli makanan halal karena dirasa kodrat 

binatang seperti ayam, ikan, sapi, dan kambing adalah sebagai sumber pangan dan 

protein manusia. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

5. Orang-orang yang dekat dengan saya seperti kerabat di sekolah ataupun di tempat 

kerja berpikir bahwa membeli makanan halal adalah hal yang baik. 

Sangat tidak setuju 

o 1 

o 2 
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o 3 

o 4 

o 5 

Sangat setuju 

6. Orang-orang yang dekat dengan saya seperti kerabat di sekolah ataupun di tempat 

kerja berpikir saya seharusnya membeli makanan halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

7. Orang-orang yang sangat saya hormati seperti guru, dosen, dan figur publik 

berpikir saya seharusnya membeli makanan halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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Section 6 of 7 

Perceived Behavioral Control 

 

Pada bagian kelima, Anda akan menjawab pertanyaan-pertanyaan 

mengenai aksesibilitas dan kebebasan Anda  membeli makanan halal. Ukurlah 

aksesibilitas dan kebebasan Anda dengan memilih 1 dari 5 pilihan yang disediakan, 

yakni: 

1. Sangat tidak setuju 

2. Tidak setuju 

3. Netral 

4. Setuju 

5. Sangat Setuju 

 

Tidak ada jawaban yang benar ataupun salah. Anda diharapkan untuk memilih jawaban 

yang sesuai dengan pandangan Anda. 

1. Saya yakin setiap kali saya membeli makanan halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

2. Saya yakin bahwa makanan halal adalah makanan yang menghargai binatang 

sebagai makhluk hidup. 

Misal: saat masih di ternak, hewan diperlakukan dan dirawat dengan baik. 

Sangat tidak setuju 

o 1 

o 2 
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o 3 

o 4 

o 5 

Sangat setuju 

3. Makanan halal mudah ditemukan/dijual di sekitar tempat saya tinggal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

4. Saya memiliki kemudahan untuk membeli makanan halal sebagai makanan 

yang menghargai binatang sebagai sumber pangan dan protein manusia. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

5. Saya membeli makanan halal atas kemauan dan kesadaran diri saya sendiri. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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6. Sangat tinggi kemungkinannya bagi saya untuk membeli makanan halal untuk 

konsumsi sehari-hari. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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Section 7 of 7 

Purchase Intention 

 

Pada bagian keenam, Anda akan menjawab pertanyaan-pertanyaan mengenai standar 

Anda saat membeli makanan. Ukurlah pandangan Anda terhadap makanan halal 

dengan memilih 1 dari 5 pilihan yang disediakan, yakni: 

1. Sangat tidak setuju 

2. Tidak setuju 

3. Netral 

4. Setuju 

5. Sangat Setuju 

 

Tidak ada jawaban yang benar ataupun salah. Anda diharapkan untuk memilih jawaban 

yang sesuai dengan pandangan Anda. 

1. Saya lebih memilih untuk membeli makanan halal karena makanan halal memiliki 

kualitas yang lebih tinggi dibanding makanan non-halal. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

2. Saat saya membeli makanan halal, berarti saya peduli dengan kesehatan saya 

terlepas dari biaya lebih yang saya keluarkan. 

Sangat tidak setuju 

o 1 

o 2 

o 3 
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o 4 

o 5 

Sangat setuju 

3. Saat saya membeli makanan halal, berarti saya peduli dengan makanan yang 

prosesnya menghargai hewan sebagai sumber pangan dan sumber protein. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 

4. Saya berniat untuk membeli makanan halal hingga tiga bulan mendatang karena 

makanan halal menghargai binatang sebagai sumber pangan dan protein manusia. 

Sangat tidak setuju 

o 1 

o 2 

o 3 

o 4 

o 5 

Sangat setuju 
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Thank you section 
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APPENDIX 2 Questionnaire Submission Proof 

Part 1/5  
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Part 2/5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 109 

Part 3/5 
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Part 4/5 
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Part 5/5 
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APPENDIX 3 Data Processing on SmartPLS 4 

Variable Indicators Data Set 
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Continue 1/4 – Final Outer Model 
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Continue 2/4 – Final Outer Model 
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Continue 3/4 – Final Outer Model
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Continue 4/4 – Final Outer Model 
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Continue – Final Inner Model 
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Continue – Final Bootstrapping Output 
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APPENDIX 4 Distributing the Questionnaire 
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APPENDIX 5 Obtained Final Raw Data 
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Continue – Obtained Final Raw Data 
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Continue – Obtained Final Raw Data 
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APPENDIX 6 Pilot Testing Output 

Variable Indicators Data Set 
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Continue – Outer Model 
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Continue – Outer Model 
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Continue – Outer Model 
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APPENDIX 7 Pilot Raw Data 
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